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Campaign Goal

To increase and maintain the Massachusetts 
WIC program’s caseload through development 

and implementation of a statewide social 
marketing campaign



Campaign Process

1. Conduct formative research 
2. Assess findings 
3. Develop campaign strategy 
4. Draft materials 
5. Test materials
6. Revise and finalize materials 
7. Distribute materials 
8. Conduct evaluation 



Formative Research: 
Overview

• Methodology:

– Literature review 
– Review participant database 
– In-depth interviews (n=67)
– Focus groups (n=24)

• Target Audiences:

– Current/former WIC participants 
• Men and women 

– WIC local program staff 
– Vendors 

• Grocery stores 

– Eligibles 
• Working people 
• Men 

– Assistance providers/referral 
sources 

• Human resource providers
• Health care providers 
• Community agencies/organizations
• Social service 

agencies/organizations



Formative Research:  
Summary of Findings

1. Difficulty recruiting potential eligibles

2. Lack of retention of current participants

3.  Difficulty managing relationship among WIC 
participants,vendors, and staff



Detailed Findings:
Recruitment of Eligibles

• Potential eligibles face challenges:
• Perceiving themselves as eligible due to:

– Current employment/income level 
– Married or living with others
– Being a male

• Overcoming stigma

• WIC staff face challenges:
• Marketing directly to potential eligibles
• Creating a unified program identity emphasizing “family, health, and 

nutrition”



Detailed Findings:
Recruitment of Eligibles, Continued

• Human resources professionals face challenges:
• Maintaining low employee absenteeism 
• Accessing information about WIC services

• Social service agencies, health care and child care providers face 
challenges:

• Perceiving and marketing WIC as a “health and nutrition program”



Addressing the Challenges:
Strategy

Increase enrollment of potential eligibles by:

1. Increasing knowledge of eligibility 
• Men, foster parents, legal guardians, grandparents  
• Working families

2. Overcoming stigma 
3. Marketing directly to eligibles

• Mass media 
• Direct mail  

4. Fostering new, strengthening old community partnerships
• Human resource departments 
• Social service agencies/community organizations 
• Health care providers 
• Foster care and day care providers



1.  Increase Eligibility Knowledge

Poster for WIC Local Program Offices

English/Spanish

General Brochure (inside) for Potential 
Eligibles

9 Languages



Increase Eligibility Knowledge, Continued 

Poster for Employers

English

Pay Stuffer for Employees

English/Spanish



2.  Overcome Stigma

General Information Brochure

9 Languages 

General Information Poster

9 Languages 

General Information Flyer

9 Languages 



3.  Market Directly to Eligibles

Post card to MA households: Income <40K/year; children <5 years

Post card to MassHealth 
recipients



Market Directly to Eligibles, Continued

Newspaper Ad: 
Tailored to 

Massachusetts cities 
and towns 

English

Transit Ad

English/Spanish

Also Produced:

60 Second Radio PSA:  English/Spanish

30 Second Television PSA:  English/Spanish



4.  Foster Community Partnerships

Folder for Materials for Human 
Resources Professionals

English

Fact Sheet for Human Resources 
Professionals

English



Foster Community Partnerships, Continued

Outreach Brochure for 
Clinicians

English

Outreach Brochure for Child 
Care Providers

English/Spanish

Outreach Brochure for 
Foster Care Providers

English/Spanish



Detailed Findings: 
Retention of Current Participants

• Current and former male and female participants face challenges:
• Dealing with stigma 
• Keeping appointments 
• Staying in WIC after their child transitions from formula to food
• With grocery store transactions
• Finding parking at clinics

• WIC staff face challenges:
• Retaining participants 
• Addressing stigma
• Providing appointment reminders
• Referring participants to other services 



Addressing the Challenges: 
Strategy

Increase length of participant enrollment (retention) by:

1. Overcoming stigma
• Position as health and nutrition program for families of all kinds
• Develop new image (look, feel, logo, tagline)

2. Addressing barriers/promoting benefits  
• Transition from formula to solid food 
• Market referral services

3. Providing individualized,operational support to local program 
sites
• Enhance re-certification process
• Make daily appointment reminder calls 
• Directions and parking



1.  Overcome Stigma 

General Information Brochure, 
Poster and Flyer:  New look, logo 

& tagline

9 Languages



2.  Address Barriers/Promote Benefits

Poster for WIC Local Program Offices

English/Spanish

Fact Sheet for Participants with Toddlers

English/Spanish



Address Barriers/Promote Benefits, Continued

Poster for WIC Local Program Offices

English/Spanish



3.  Provide Local Program Support

Office Information Template for WIC Local 
Program Offices

Press Release Template for WIC Local 
Program Offices



Detailed Findings:
Relationship Among Participants, Vendors, & Staff 

• Current and former male and female participants face challenges:
• Selecting correct foods and sizes
• Bringing ID and correctly dated checks

• Vendors face challenges:
• Understanding the purpose of WIC program and the role they play
• Ensuring cashiers correctly perform WIC transactions
• Working closely with WIC staff

• WIC staff face challenges:
• Educating participants about grocery store transactions
• Educating vendors to educate cashiers about WIC transactions 



Addressing the Challenges:
Strategy

Improve relationship among participants, vendors, & staff by:

1. Developing customized vendor training and educational materials
• Cashiers 
• Bookkeepers 

2. Improving training of new participants with respect to grocery store 
interaction 
• Educational materials 

3. Modifying annual vendor training 
• New, interactive “health fair” format   
• Distribute new materials 

4. Increasing visitation of vendors by WIC program staff



1. Develop Vendor Training Materials:  
Cashiers

Cashier’s Guide to Successful WIC Transactions & 
WIC Approved Food List 

English



Develop Vendor Training Materials:  
Cashiers, Continued 

Fact Sheet for Pharmacy Cashiers

English/Spanish

Fact Sheet for Grocery Store 
Cashiers

English/Spanish



Develop Vendor Training Materials:  
Cashiers, Continued 

Poster for Grocery Store and 
Pharmacy Cashiers

English



Develop Vendor Training Materials:  
Bookkeepers

Fact Sheet for Grocery Store 
Bookkeepers

English/Spanish

Fact Sheet for Pharmacy 
Bookkeepers

English/Spanish



2. Improve Training of New Participants

WIC-Approved Food Guide

English



Improve Training of New Participants, Continued

Poster for Grocery Stores and 
Pharmacies

English/Spanish



Evaluation: 
Objective 

To assess the effectiveness of the 2003/2004 
Massachusetts WIC social marketing campaign by 
evaluating participants’:

– Exposure to advertising
– Awareness and attitudes 
– Use of specific services and their overall satisfaction
– Intention to stay enrolled



Evaluation:
Methodology

• Pre-campaign:  2003 

– Telephone survey of current 
WIC participants (n=200)

• Newly enrolled within previous 
8 months 

– Volunteer sample 
– English (79.5%) and Spanish 

(20.5%)
– Response rate = 75.6%

• Post-campaign:  2005

– Telephone survey of current 
WIC participants (n=200)]

• Newly enrolled during 2004
– Volunteer sample 
– English (91.5%) and Spanish 

(8.5%)
– Response rate = 77.5%



Evaluation:
Findings

Participants continue to be highly satisfied with the WIC Program

Increases documented with respect to participants’: 

• Recall of WIC advertisements (media and print)
• Hearing/learning about WIC through community partner/referral agency
• Knowledge of eligibility requirements 
• Use of referral services 
• Anticipated length of enrollment 

Social marketing campaign was a success!
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For Questions or More Information…

Contact:  
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617-354-0116
jnichols@policy-studies.com


